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Presentation Notes
Today Dot and I want to share with you an approach that makes behavior change fun, easy and popular, is effecting a change in peoples’ actions and is having a positive impact on Virginia’s coastal environment.   
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Presenter
Presentation Notes
On April 24, 2009, the Plant ES Natives campaign was officially launched in Willis Wharf on the seaside of Virginia’s Eastern Shore. 

The campaign entered its 8th phase this fall planting season. 
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The campaign is reaching out to gardeners with the message “They’re Shore Beautiful”. 

And it’s working. 

Sales of natives at local garden centers have markedly increased since the campaign was launched in April 2009. 

So, what makes this campaign so different from earlier educational efforts?  

In this presentation I will provide a little background, and then outline the steps the Virginia CZM Program and it partners applied in developing and implementing a community-based social marketing campaign to increase the use of native plants on Virginia’s Eastern Shore.  
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The Virginia CZM Program has been committed to helping protect the Eastern Shore’s value. We have invested significant grant funding from NOAA to help restore eelgrass, oysters, and scallops and to support ecotourism.  We set aside funds to use social marketing to help ensure that behaviors on land do not adversely affect the progress being made in the water.       

Given the many virtues of native vegetation, we decided to focus on increasing the use of plants native to the Shore.  

Efforts to increase and protect the native vegetation that is undeniably a foundation of the Shore’s ecological integrity has been ongoing for decades.

An interstate songbird study in 1991 documented the critical importance of the lower Delmarva Peninsula as a hemispherically important “stopover” or rest stop for neo-tropical migratory songbirds. 

We were finding however that although the considerable effort was being invested in educating the public about the value of native plants, and encouraging people to plant native, it was resulting in limited and scattered increases in the actual use of native plants.  Awareness was there but action was not.





Knowledge Is not enough.
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So, what did we do?  First, we adopted the premise that awareness of an issue doesn’t necessarily lead to constructive action on the part of the public.

Information campaigns assume the missing ingredient to getting people to act is information, and the focus is on delivering that information – on the message and the product.  What can we tell people that will achieve the desired result – that will hopefully convince them to take action? Many times the action may not be clear.




YIABLE SolLuTioNS
NoW EXIST FoR EVERY
SINGLE ONE OFf OUR
MAJOR ENVIRONMENTAL
PROBLEMS.

EXCEPT, How
To CONVINCE

PEoOPLE.
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It may be message fatigue. 

It may be a fog of apathy.

It may just be inaction. 

It may be time for a different approach.  Instead of relying on the standard tools of scientists and educators, let’s start using the tools of salesmen and marketers. 



JUST DO IT.

-
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What has made commercial marketers like Nike so successful? 

Commercial marketers are consumer focused. They first identify the needs and wants of their target audience and then frame a marketing strategy around this knowledge.  Buy a pair of Nikes, and get a pair of sneakers that will spring load you towards “adventure” and “vitality.”




Soclal Marketing focuses on
affecting what people DO.
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That’s what Judy Landers, designer of the Chesapeake Club Campaign did.  She illustrated how to develop a consumer mindset and go beyond raising awareness to affect what people do and how social marketing campaigns can popularize behaviors to improve the quality of the environment. 

In the case of the case for the Chesapeake Club campaign, it was blue crab on their plates.  (How many of you saw the commercials?)  We took our cue from Judy and decided to incorporate the principles of social marketing in our campaign.



How Does Social Marketing Work?

« Shifts the focus from the message to
the audience

e Offers benefits to the “consumer”
* |dentifies barriers/obstacles — “Why

marketing surveys/trend analysis are
important in business world.”
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So, social marketing campaigns ask who must do what differently, what benefits can we offer them for changing their behavior, and what barriers or obstacles – real or perceived - are stopping them from engaging in the desired behavior. To answer these questions, it is key to talk to and, most importantly to listen to, the people you are trying to reach. 

  




Plant ES Natives Campaign Planning Team —
It Does Take a Partnership

Virginia Coastal Zone Management Program

Department of Conservation and Recreation —
Division of Natural Heritage

Eastern Shore Soil & Water Conservation District

Department of Game & Inland Fisheries

Virginia Cooperative Extension

The Nature Conservancy

Department of Environmental Quality - Office of
Environmental Education

UVA-Anheuser Busch Coastal Research Center

Eastern Shore Alliance for Environmental Education

Virginia Master Naturalists

Virginia Master Gardeners

Barrier Islands Center
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DOT – 
Our first step was to form a multi-partner, locally-based, team.  Members shared past and current education and communication efforts, the results of these efforts, and identified existing resources – expertise and financial - that could be brought into play during the new campaign.

Taking this step and bringing everyone to the table from the beginning instilled a sense of ownership right from the beginning in the campaign. 

Together we agreed to develop a new social
Marketing campaign using Doug McKenzie Mohr’s
“Community Based Social Marketing” techniques. 
We felt that this approach was particularly appropriate
in an area which is very rural region and
characterized by smaller tight knit communities. 



Pre-Campaign
Research

e Focus groups with
landowners, garden
centers and nurseries

e |ndividual interviews
with local garden
centers and nurseries

__ Morthampt:
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e Present results to Plant
Native Team and focus
groups for validation
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Design of the new “Plant ES Natives Campaign” was then guided by listening to the Shore community through interviews, focus groups and a written survey of private and public landowners, garden centers, nurseries, landscapers, and others in Accomack and Northampton counties. 

This research identified barriers that have inhibited planting of natives, benefits landowners perceived they would get if they increased their use of natives, and what multi-media approach would be most effective in reaching an Eastern Shore audience. 

The results of the survey can be found in detail in the campaign overview report downloadable from the campaign website.


Why Do You Plant?
“Survey Said...”

For beauty (92-94%)
Like to feed birds and butterflies (82%)

For relaxation & feeling close to nature (82%)

Why Not Natives?
Focus Groups Said...

Natives are scraggly and ugly
Lack of availability locally

Uncertainty about what is native
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This is a summary of the results of our pre-campaign survey and feedback from focus groups.   

Not really any big surprises, but again, it was key to listen and not base our campaign on assumptions.  One of the additional steps we took in our research was taking our research findings back to our focus groups participants to ask – “This is what we heard you say – Did we here right?”   We also ran ideas for campaign messaging and elements by the focus groups to test run our strategy. 

 Residents plant and care for their trees, shrubs and other plants to beautify their property. 

 Using less water and fertilizer, and the subsequent savings in time and money, was also a factor in deciding what to plant. 

 There also was a strong response to environmental benefits, including feeding birds and butterflies and creating wildlife habitat. 

 There was a great deal of uncertainly about which plants were native to Accomack and Northampton counties, and suggestions that a list of these natives would be helpful.  

 They can’t find many natives in their local garden centers.

 They identified a perception that native plants were generally scraggly and unattractive.




Key Audiences
“Survey Said...”

Nature-oriented gardeners,
Interested In saving money, time,
but still having a beautiful garden
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Our research also indicated our primary target audience is … 

  an older group – the median age of our survey respondents is 61
• fairly evenly spread around the Shore – there was a 60% and 40% split in the survey response between Accomack and Northampton counties
• primarily female – there was a 26% and 71% split between male and females in the survey response
• respondents have a lived an average of 27 years on the Shore - we have a interesting mix of “been-here’s and  “come-here’s” --- maybe elaborate a little more on this how this might be significant 
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With the research findings in hand, the campaign planning team met to design the campaign, including the campaign’s message, imagery and name. The “Plant ES Natives” campaign focuses on the beauty of natives with the slogan “They’re Shore Beautiful! - and also focuses on the habitat value of natives.





A Community-based Social
Marketing strategy utilizes “tools” that
have been shown to be effective In
changing behavior.
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Virginia – 

What were some of the “tools” or “prompts” we
used?  


Prompts —

 Make the prompt noticeable
* Make the prompt self-explanatory

e Present the prompt in as close proximity as Is
possible to where the action is to be taken

« Use prompts to encourage people to engage in
positive behaviors
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One tool, prompts, are visual or auditory
aids which remind us to carry out an activity, or to 
engage in a behavior, that we might otherwise forget.  


Prompts —
Selling Behavior

Banners

Plant Tags
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In our focus on supporting the local economy, we are using a series of noticeable, eye-catching, self-explanatory prompts at point of sale – the Shore’s local garden centers - including a banner advertising that they are native plant providers and plant tags to help identify the natives they carry.  These prompts encourage gardeners to ask for and purchase native plants.  The Plant ES Natives campaign is simultaneously helping to increase demand and supply.  

In response to feedback, in the fall of 2011 we produced a new hanging tag for trees and shrubs.  We also learned that the size of the banner inhibits some of the smaller centers from hanging it in the most visible location, so we are currently looking into producing a garden flag that can be hung on a metal post in the vicinity of the center’s entrance to show their partnership in the campaign.  


Norms —

e Make the Norm Visible

e Use Personal Contact to Reinforce Norms

e Engage the Community
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Finally, we are developing a strategy to 
make the behavior, use of natives, a
“norm”.  Norms guide how we should
behave. If we observe others acting
unsustainably, such as using water
inefficiently, we are more likely to act
similarly.  In contrast, if we observe
members of our community acting 
sustainably we are more likely to do the 
same.
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So, how did we make the norm visible?  As the adage goes, seeing is believing, so we have been establishing demonstration gardens to showcase the beauty of Eastern Shore native plants, working with local community groups and businesses.  To date 9 official gardens illustrate how easy it can be to create a garden or design a landscape that meets the gardener’s expectations, feeds wildlife, and promotes the native diversity of the Eastern Shore. All of the demos have been adopted – a number of them by local garden centers and nurseries.    

What is really encouraging is how well received these gardens have been within the communities. 

Establishing and maintaining the gardens engages the community, encouraging a sense of pride and ownership and offers a visual validation of the beauty and resilience of natives.  In addition, the gardens help with identification – again addressing that obstacle identified in our research. We have installed plant ID markers at each site – the makers highlight almost 100 different species.

In September we dedicated one of the gardens and recognized many local citizens and groups for their efforts, including the Coast Guard and the Eastern Shore Master Naturalists.  During hurricane Irene in the fall of 2011, the garden was covered with 6-12 inches of reed.   The native plants bounced right and this site is testimony to how very resilient they are.    
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Dot – 

In addition to the demonstration gardens, the
Eastern Shore has many spectacular, natural
demo gardens, natural areas to explore and
see native plant communities.  


A, W Two . V- J O ol T B
Regional Native Plant Guide —
Showcasing * They re Sure Beautlful
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Our pre-campaign focus groups participants were unanimous in expressing their need for a guide specific to plants native to Virginia’s Eastern Shore.  Over 96% of the respondents to the campaign’s pre-campaign survey requested a copy of the guide. 

It shows that natives can be beautiful.  It provides information on which plants attract birds & butterflies.  It lists garden centers where natives are available.  It discusses what a native plant is and identifies appropriate ones for the region. And, because of its portability, it lessens the confusion when shopping for native plants.  It allows the consumer to communicate more effectively with garden center staff about what they want.

The first 2,500 copies of the free guide were quickly scooped up, and we reprinted.  We are really excited that response to the captivating guide has been so positive.  Garden Centers have reported that customers are bringing in a copy.  




Signage — Telling
the Story Where
It Happens
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Virginia – 

Signage reiterates our message and reinforces the establishment of planting natives as a norm.


Protecting, restoring, and strengthening our
coastal ecosystems and economy

Description & boundary Coastal
oastal zone map

Branding the
Campaign -

projects

Grantee guidance and
information

Information at

presentations

Links & online resources

facebook

!
Begmunh®

Wachapreague dedicates gard 2 -
native plants at Seaside Park e , o - \
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The multi-media communication component of our campaign strategy also includes:
radio ads
Articles in local publications
a campaign exhibit - visitors are encouraged to sign a garden center banner pledging that they will plant a native plant.  Pledging in a publically visible makes it more likely someone will follow  through with the behavior and seeing the pledges will encourage others to pledge too. 
Other materials to help brand the campaign include a static
cling decal and a new recycled pencil bearing the campaign
logo, and all printed materials everything goes on the 
campaign website.    
Although our pre-campaign research did not identify social
media was being used by our primary target audience, we
later received a request from many of our community leaders
for a facebook page.  We are slowly gaining followers.  This is
an avenue for the two-sided communication important to
provide as people are engaged in the campaign. 




Community Leaders —
Passing the Spade
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Dot – 

Engaging and working with local community groups and leaders, and focusing
on the value of interpersonal communication, is an extremely important facet of
the Plant ES Natives Campaign.  They play a key role in actively engaging the
Shore’s citizens and communities in the campaign, and in the ultimate success
of our community-based campaign.  This why we are recruiting citizen leaders
on the Shore to serve as Plant ES Natives campaign “Community Leaders” – to
share the campaign’s message, their knowledge of ES native plants and help
establish a social norm for the use of naives. 

After three Community Leader Trainings, we have almost 50 trained leaders in place. 
A lapel pin recognizes gardeners who are taking this leadership role.
Community Leaders have formed teams to help implement the various facets of the campaign:  
to help give presentations within their communities and to their local governments 
to help schedule and help staff or recruit volunteers to staff exhibits
to help serve as liaisons with garden centers – distributing and attaching the plant tags and monitoring the availability and popularity of natives 
to help monitor and assist as needed in maintenance of the demonstration gardens, and give tours of the gardens by request
to help plan and conduct Plant ES Natives public events to help spread the campaign’s message into the broader community
to help write and get stories printed in local publications  

Trained Community Leaders assist in clearly communicating our message, which is an important component of social marketing.




A Growing Norm?

We Sure Hope
Sol

e Early indicators are very encouraging

 Garden center sales UP!

e Mid-campaign survey conducted
In Spring 2010 shows
messaging on track and
multi-media mix is reaching
our audience
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Early indicators of the Plant ES Natives campaign’s influence are very encouraging. 



Key Measure of Behavior Change
An increase in sales of
native plants

« Suppliers sell out of
ES natives

e Compare pre-
and post- campaign sales

* Seeincrease in requests
for ES natives

e Suppliers gradually increase
inventory of ES natives
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Up front we identified that the key measure of behavior change in the Plant ES Natives campaign is an increase in the sales of native plants.



Garden Center Feedback

e native plant sales up
8-10% since 2009 at
center

e center planning to grow
40 native plants to meet
demand

* increasing number of
people asking for natives = * " .

e new center planning
educational seminars
focused on native plants
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One Eastern Shore garden center reported that native plants sales went up 8-10% after the campaign was implemented in April 2009. Another center/nursery reported they planned to grow 40 native plants in anticipation of greater demand, while a local nursery indicated that they planned to focus future planting on native shrubs and asked the campaign for advice on species.  A garden center opened after the campaign started that offers a native plant section and planned if they have the resources needed to offer educational seminars on planting and best management practices.  

It will be very important to continue strengthening our relationship with the nurseries and garden centers.  We are working with our community leaders to designate one leader to regularly touch base with the centers.


Mid-Campaign Survey

e 27% visited a native plant demonstration site --- 98%
said that it influenced their purchase or plan to
purchase native plants.

e 41% heard the radio ads ---96% recalled the messages
and 93% that they influenced their purchase or plan to
purchase native plants.

e 39% received a copy of
the new native plant guide
-- 95% that it influenced
their purchase or plan to
purchase native plants.
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Virginia – 

We conducted a mid-campaign survey in Spring 2010 to gage the effectiveness of the Plant ES Natives campaign messaging and promotional products.  (We had a 2.5% return on the survey – just over 250 responses.) 

The survey confirmed that the campaign’s messaging – “They’re Shore Beautiful” is on track.

The slide highlights some of our findings.  A summary of these findings can be found in detail in the campaign overview report downloadable from the campaign website.

At the end of 2011 and early in 2012 we conducted community feedback sessions.  The campaign’s Community Leaders were invited and encouraged to bring friends and neighbors.  We received great feedback and suggestions, and we have tweaked elements of the campaign’s strategy in response to this feedback.  


Enhance Your Success -

KNOW AND LISTEN TO YOUR AUDIENCE

Target the markets that are most ready to act (early
adopters).

Understand audience barriers to behavior change.
Find what motivates them.

KEEP IT SIMPLE
Promote single, simple, do-able behaviors.
Make it easy.
Use effective communication techniques.

KEEP LISTENING AND ADAPT YOUR STRATEGY
Encourage desired behavior, but don’'t demand it.

29
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So, the take-home message is…

KNOW  AND LISTEN TO YOUR AUDIENCE
Target the markets that are most ready to act (early adopters).  
Understand audience barriers to behavior change.  
Find what motivates them.     

KEEP IT SIMPLE   
Promote single, simple, do-able behaviors.   
Make it easy.  
Use effective communication techniques.  

KEEP LISTENING AND ADAPT YOUR STRATEGY to encourage the desired behavior…but don’t demand it. 


Next Steps in the Campaign

e Focus on Community Leader Program —
e Qutreach Kit
e Training
e Teams

e Plant ES Natives Spring and
Fall Celebration Day in 2013

e Behavior change survey

in late spring-early summer
2013

e Expansion of Campaign Team
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During 2012, our effort has focused on working with our Community Leaders and building their capacity to help implement the campaign.  In the early spring we will be meeting with all the leader teams to strategize and develop work plans.  We also will continue recruiting and training leaders and expanding local partnership in the campaign.  In the late spring-early summer, we will be conducting a survey specifically to measure behavior change.  et with each of the Community Leader Teams.

I am really excited and energized by the enthusiasm our Community Leaders have shown for the campaign.  They have a great sense of ownership.  It will need to be, when it comes down to it, a whole community effort to succeed, and the leaders who have stepped up are helping get it there!    


Other Native Plant Efforts in Coastal Virginia:
add cover of sm book

 Virginia Native Plant Marketing Partnership

- New Native Plant Social Marketing Campaign in
Northern Virginia

- Development of Regional Native Plant Lists

Other Resources:

- New book - “Social Marketing to Protect the Environment”
— edited by McKenzie-Mohr and other experts in social
marketing

- Fostering Sustainable Behavior Listserv - www.cbsm.com
- Plant More Plants Campaign -www.plantmoreplants.com

31
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As follow-up to coordinative discussions with staff on the Flora of Virginia Project and the Plant More Plants campaign, Virginia CZM has reached out  to other partners engaged in native plant marketing efforts and initiated a new Virginia Native Plant Marketing Partnership.   This new partnership is a forum for the partners to collaborate and coordinate, leading to more consistent messaging to the general public and greater efficiencies in the use of limited resources. More partners our welcome to join.  There will be more information available on the Virginia CZM Program website soon about the partnership.

Even before the Plant ES Natives campaign was off the ground, we were looking into the future - keeping in mind as we worked on the campaign how it might be transferrable to other areas in Virginia’s coastal zone. Virginia CZM is funding development of a new native plant social marketing campaign in Northern Virginia, and providing guidance to a team brought together by the Northern Virginia PDC.  We have been working with the Division of Natural Heritage at DCR to develop regional native plant lists for Virginia’s coastal zone.  We will be using two of these new regional native plant lists to develop a Northern Virginia native plant guide similar to the one for the Eastern Shore.  We also are consulting with the Northern Neck Chapter of the Native Plant Society on development of a new campaign in that region.      





Funding Acknowledgments -

eVirginia Coastal Zone
MANAGEMENT PROGRAM

ANNIVERSARY 1972 -2012

COASTAL ZONE

MANAGEMENT ACT

Enl 1ancing roasts and our lives
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The Plant ES Natives campaign was initiated and is being coordinated by the Virginia CZM Program through  grants from NOAA made possible by funding to the federal Coastal Zone Management Act.  The CZMA celebrates its 40th anniversary this year!    


Questions?

Virginia Witmer
(804) 698-4320

Virginia.Witmer@deqg.virginia.gov

Dot Field
(757) 787-

Dot.Field@dcr.virginia.gov
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